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This paper firstly reviews the origin of the marketing strategy theory. 
The marketing strategy forms along with the market economy development 
and the change of market environment. The marketing strategy refers to 
the marketing activity goal that the enterprise determines to achieve in 
future some time and the long-term and overall course of action to achieve 
this goal to prearrange. It also introduces the essential feature of the 
marketing strategy as well as its importance, and the "five strength 
models" of industry competition in the marketing strategy. 
After that, this paper carries on the thorough analysis to the present 
situation and the characteristic of XX book enterprise. According to the 
analysis of the macroscopic environment and the industry competition 
environment where it locates, this paper uses the SWOT method to analyze 
the enterprise and put forward XX enterprise's marketing strategies: 
scale expansion strategy; forward integration strategy; brand difference 
strategy and capital management strategy. The enterprise can take 
measures, such as introducing strategy investor, cooperating with the 
stable and favorable supplier, improving the sales channels, designing 
all kinds of marketing strategies and skills, deepening customer 
relations management, strengthening the training and improving personal 
marketing abilities, to guarantee the enterprise marketing strategy 
implemented effectively, improve the enterprise competitive abilities 
and promote the enterprise sound development effectively. 
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